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ABSTRACT: In this research paper  an a t tempt has  been made to  know the affec t  
of  pr ice and quali ty on the market  o f  four  wheeler .  The  research wi l l  help the 
manufac turers o f four  wheelers in  fixing the pr ice o f  the i r  vehic les.  I t  wi l l  
a l so he lp them to  know the  customers percep tions about  the  quali ty o f  the ir  
four  wheelers.  I t  wi l l  fur ther  he lp the manufac tures to  make necessary changes  
in the pr ice and quali ty  of the ir  products to  snatch the maximum share  of the  
four  wheeler  market .  In this research paper an attempt has been made to know the effec t  
of pr ice and quali ty on the market  o f durable products. Consumer behaviour is the 
process whereby, individuals decide whether, what, when, where, how, and from whom to 
purchase goods and services. The automobile industry today is the most lucrative industry. Due to 
the increase in disposable income in both rural and urban sector and easy finance being provided 
by all the financial institutes, the passenger car sales have been significantly increased.  
Key Words: - Consumer Behaviour, Marketing-Mix, Four Wheeler Industry, Price & Quality. 
INTRODUCTION 
Consumer is the focus of all the marketing 
activities. Knowledge of his activities and 
behaviour is one of the most important aspects of 
the marketing. The consumers buy the goods to 
satisfy a number of needs and drives. Human wants 
are unlimited and varying time to time; from place 
to place and man to man. The study of consumer 
behaviour holds great interest for us as consumers, 
as students and scientists, and as marketers. As 
consumers, we need insights into our own 
consumption related decisions: what we buy, why 
we buy, and how we buy. The study of consumer 
behaviour makes us aware of the subtle influences 
that pursued us to make the product or service 
choices we do. Consumer Behaviour is a rapidly 
growing discipline of study. It means more than 
just how a person buys products. It is a complex 
and multidimensional process and reflects the 
totality of consumer’s decisions with respect to 
acquisition, consumption and disposal activities. 
There are number of reasons why the study of 
consumer behaviour developed as a separate 
marketing discipline. Marketing scientists had long 
noted that consumer did not always act or react as 
economic theory would suggest. The various 
reasons why the study of consumer behaviour 
developed as a separate marketing discipline are 
shorter product life cycles, increased interest in 
consumer protection, growth in marketing services, 
growth of international marketing, development of 
computer and information technology and 
increasing competition. 
Consumer Behaviour  Appl icat ions in  
Market ing  
Consumer behaviour  pr incip les 
are app lied  in many areas o f  market ing 
as d iscussed be low: -  
•  Analysing market  opportunity :  
Consumer behaviour  study helps in  
ident i fying the unful f i l led needs and 
wants o f consumers.  This requires  
examining the trends  and condit ions 
operat ing in  the marketplace ,  consumer’s  
l i fes tyles,  income leve ls and emerging 
inf luences.  This may reveal  unsa ti s f ied 
needs and wa nts .  The trend to wards 
increas ing number o f  dual  income 
households and greater  emphasis on 
convenience and le isure have led to  
emerging needs fo r  household gadgets 
such as washing machine,  mixer  gr inder ,  
vacuum c leaner  and childcare centres e tc .  
Mosquito  repel lents have been marketed  
in  response to  a  genuine and unful fi l led  
consumer need .  
   Se lect ing target  market:  A review of  
market  opportunit ies  of ten helps in 
ident i fying dis t inc t  consumer segments 
wi th very dis t inc t  and unique wants and  
needs .  Identi fying  these  groups,  learning 
ho w they behave and  how they make 
purchase decisions enables the marketer  
to  design and market  products or  services 
par t icular ly sui ted to  their  wants and 
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needs .  For  example ,  consumer s tudies  
revea led tha t  many exist ing and  potent ia l  
shampoo users d id  not  want to  buy 
shampoo packs pr iced a t  Rs.  60 or  more  
and would ra ther  prefer  a  low pr iced  
sachet  conta ining enough quanti ty for  
one  or  two washes.  This find ing led 
companies  to  introduce the shampoo 
sachet  which became a good se l ler .  
  Market ing-  mix dec isions:  Once 
unsa ti s fied needs and wants are 
ident i fied,  the marketer  has to  determine 
the r ight  mix of  product ,  pr ice,  
dis tr ibution and promotion.  Here too,  
consumer behaviour  s tudy i s  very helpful  
in f inding answers to  many perplexing 
questions:  
(A) Product:  The marketer  des igns the 
product  or  service that  would sa t i s fy 
unful fi l led  needs or  wants.  Fur ther  
decisions regard ing the  product  concern 
to  s ize,  shape and features.  The marketer  
has a lso to  dec ide about packaging,  
important  aspect s o f  service,  war rant ies 
and accessor ies e tc .  Nest le  f ir st  
in troduced Maggi noodles in masa la and 
capsicum f lavours.  Subsequently,  
keeping in view the consumer 
preferences in some  regions,  the 
company introduced gar l ic ,  Sambar  and 
other  f lavours.  
(B)  Price:  The second impor tant  
component  o f marketing mix i s  pr ice.  
Marketers must  decide what pr ice to  
charge for  the product  or  service .  These  
decisions wi l l  inf luence the flo w of 
revenue to  the company.  Should the  
marketer  charge  the  same,  higher ,  or  
lower pr ice in comparison to  
compet i t ion?  Is the  consumer pr ice  
sensi t ive and would  a  lower pr ice  
st imulate sales?  Should there  be any 
pr ice d iscounts?  Do consumers perce ive  
lower pr ice as being indica tive o f poor  
quali ty?  To answer such questions,  the  
marketer  must  understand  the way the  
company's  product  is  perceived by 
consumers ,  the importance of pr ice  as a  
purchase dec is ion var iable and ho w 
di fferent  pr ice levels would affec t  sales.  
I t  is  only through consumer behaviour  
study in actual  buying s i tua tions that  the  
marketer  can hope to  f ind answers  to  
these important  i ssues .  
(C) Distribut ion:  The next  dec is ion 
rela tes to  the d istr ibut ion channel ,  tha t  
is ,  where and how to o ffer  products and  
services for  sa le .  Should the products be 
sold through al l  the re ta i l  out le t s  or  only 
through se lec ted ones?  Should the 
marketer  use only the  exis t ing out le ts ,  
which also sel l  competing brands ,  or  
should  new exclusive outle ts  se l l ing only 
the marketer 's  brands be created?  Is the 
loca tion of retai l  outlets  impor tant  from 
consumer 's  point  o f view? Should the 
company think of di rec t  marketing?  The  
answers to  these questions are furnished  
by consumer behaviour  research.  For  
example,  when Eureka Forbes introduced 
i t s  vacuum cleaners  many years ago,  few 
stores  knew anything about this p r oduct  
and most  were not  wi l l ing to  buy i t .  
Consumer  awareness about the product  
was also lo w and no re tai l  shops carr ied  
the product .  Under  these circumstances,  
the company dec ided to  se l l  the product  
only through personal  se l l ing,  wi th  
sa lespeople cal l ing  d irec t ly on the 
consumer a t  her /his  ho me.  These  
sa lespeople had enough t ime to  explain  
and  demonstrate  the vacuum c leaner  and  
convince prospects about i t s  usefulness.  
Reta i l  out lets  would  not  have been 
sui tab le fo r  this sa les  approach.  This 
strategy was  based  on unders tanding of  
consumer behaviour  and yie lded good 
result s .  
(D) Pro motion:  Promot ion is  concerned  
wi th  marketing communica tions to  
consumers .  The more important  
promotion methods are adver t i sing,  
personal  sel l ing,  sa les promot ion,  
public i ty and d irect  marketing.  The  
marketer  has  to  dec ide which method 
would be most  suitable to  e ffect ive ly 
reach the  consumers.  Should i t  be  
advert is ing a lone or  should i t  be  
combined wi th sales  promotion?  The  
company has to  know the targe t  
consumers ,  their  loca tion,  what  media do  
they have access to  and what are their  
media preferences,  e tc .  In most  cases o f  
industr ial  products there i s  very l i t t le  or  
no adver t i s ing.  Brochures containing 
technica l  spec i fica t ions  are o f ten posted 
to  c l ients and  the  salespeople make  
fo l lo w-up vis i t s .  Consumer products get  
the maximum share  of adver t i sing.  
Pharmaceutical  industry  exc lus ive ly uses 
personal  se l l ing for  prescr ipt ion drugs.  
Insurance co mpanies  use both advert i sing 
and  personal  sel l ing.  
 Use in Socia l  and Non-profit s  
Market ing:  Consumer behaviour  s tudies  
are useful  to  des ign marketing s tra tegies  
by social ,  governmental  and not -for -
prof i t  organisa t ions to  make their  
programmes such as fami ly p lanning,  
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awareness about AIDS, cr ime against  
wo men,  safe dr iving,  environmenta l  
concerns  and o thers  more e ffect ive.  
UNICEF (greet ing cards) ,  Red Cross and  
CRY etc.  make use o f consumer 
behaviour  understand ing to  se l l  the ir  
services and  products  and also try to  
motiva te  people to  suppor t  these 
ins t i tut ions .  
 
REVIEW OF LITERATURE 
Pechmann, David W.  Stewart  (1990) ,  
the s tudy depicts  tha t  there i s  
discrepancy between pract i t ioner ’s views 
of comparat ive adver t i sing and nul l  
f indings by academics.  However ,  in most  
stud ies,  subjec t  to  at tention and memory 
of the comparative c la ims were  inf lated,  
which may have  prec luded  effects  on 
these var iables  and  on purchase 
intentions.  The s tudy manipulated market  
share and type of comparat ive c la ims,  
used non-forced  exposure,  measured 
at tent ion via a  computer ized magazine  
and assessed  memory and purchase  
intentions a f ter  a  24 hour  de lay.  Some 
f indings are that  direct  comparat ive  
cla ims at tract  at tent ion and thereby 
enhance purchase intent ions for  lo w -
share brands but  de tract  from purchase  
intentions for  es tab li shed brands by 
increas ing awareness o f  competi tor s and 
sponsor  mis identi f ica t ions.      
Holt ,  Douglas B.  (1995) ,  examined  in his 
ar t icle  tha t  what  people did when they 
consumed in recent  interpre t ive 
consumer research,  three research 
streams had emerged,  each portraying 
ho w people consumed through a 
dis t inct ive metaphor:  consuming as  
experience,  consuming  as integra t ion,  
and consuming as c lassi f icat ion.  The 
research repor ted here a  two year  
observational  case s tudy of baseball  
spec ta tors in Chicago 's  Wrigley f ie ld  
bleachers—builds on this l i tera ture to  
sys temat ica l ly detai l  the universe o f 
act ions  that  const i tute  consuming.  The  
result ing typology refines,  extends,  and  
synthes izes the three exis t ing approaches  
to  consuming and adds a  fourth  
dimension consuming as play to  yield  a  
comprehensive vocabulary for  descr ibing 
ho w consumer consumed.  The usefulness 
of this typology i s  demonstra ted by 
applying i t  to  develop an a l terna tive  
concept ion of mater ia l i sm as a  s tyle  o f  
consuming.  
Bettman,  Ja mes R. ,  Mary Frances 
Luee,  and John W.  Payne (1998) ,
 
descr ibed consumer  decision making a  
focal  inte rest  in consumer research,  and  
considera t ion of current  market  place  
trends (e .g. ,  technologica l  change,  an 
information explos ion)  indica ted tha t  this  
topic  would cont inue  to  be c r i t ical ly 
important .  They argued that  consumer 
cho ice was inherent ly construct ive.  Due  
to  l imi ted  processing capac ity,  
consumers  o ften do not  have  well -
def ined exist ing preferences,  but  
construct  them using a var ie ty o f  
strategies cont ingent  on task demands.  
After  descr ib ing construct ive cho ice,  
consumer decision talks,  and decision 
strategies,  they provided an integra t ive 
framework for  understanding 
construct ive  choice,  review evidence  for  
construct ive  consumer  choice  in  the  l ight  
of  tha t  framework,  and identi ty 
kno wledge gaps tha t  suggested  
opportuni t ies fo r  addi t iona l  research.  
Fernando Flores,  Maria Flores and 
Charles Spinosa  (2003) ,  s tudy reveals 
that  most  companies be lieve that  
successful  entry into  lower -income,  
emerging markets requi res p r ice slus ing 
by sub trac ting product  features.  
Moreover ,  comp anies genera l ly bel ieve 
that  i t  i s  appropriate  to  appeal  to  
potent ia l  customers s tarkly as consumers  
who want the ir  need  sat i s f ied.  However  
this ar t icle  demonst rates that  companies 
can appeal  to  customers as  productive 
agents who want to  bui ld  and transfor m 
their  l ives.  Offer ing customers 
productivi ty-enhancing sys tems coupled 
wi th  cultural ly appropr iate  o ffer ing wi l l  
a l lo w them to  charge appropria te ly and  
succeed in lower -income,  emerging 
markets.  
Batto lio ,  Ray mond C.,  Edwin B.  Fisher 
(2005) ,  s tudy descr ib es the general  
structure o f controlled  economic  
environment and reports the resul ts  o f a  
ser ies o f  exper imenta l ly induced pr ice  
changes on consumer  behaviour  i s  one 
such environment.  The  exper imenta l  
result s  demonstrate  the suitabi l i ty o f  
control led economic environments as 
labora tor ies  for  the  experimental  analys is 
of consumer behaviour  and add to  our  
unders tanding of consumer behaviour ,  
par t icular ly wi th repor t  to  the cont inuing 
effec ts o f temporary pr ice change on the  
composit ion of consumption.   
OBJECTIVES OF THE STUDY: 
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The first objective of the present study is to know 
the e ffec t  o f pr ice and qual i ty on the  
market  o f  durable products. And second 
objective of the study is to know whether 
customers are satisfied with the quality of   four  
wheeler or not? 
HYPOTHESIS:  
Null  Hypothesis -H 0:  P r ice and Quali ty 
signi ficant ly a ffec t  the  market  o f  durable 
products. 
Alternative  Hypothesis -H 1 :  Pr ice and 
Qual i ty do no t  a ffect  the market  o f durable 
products. 
RESEARCH METHODOLOHY:  
 The present  s tudy has been 
conducted wi th the he lp of pr imary and 
secondary da ta to  unders tand the 
consumer behaviour  towards Four  
Wheeler .  The  pr imary data for  the s tudy 
has been co llected with the he lp o f    
in terviews,  personal  observation,  pi lo t  
survey and questionnaire.  The secondary 
data has been col lec ted  from the books  
and journals,  research reports,  dealers ,  
magazines,  ar t ic les from newspapers and 
websi tes.  The complete Himachal  
Pradesh acts as the universe and every 
consumer who has four  wheeler  of  any 
company in the  s ta te  under  study i s  the  
populat ion for  the s tudy.  Keeping in 
view the t ime factors for  the co mple tion 
of the present  study only a  sample o f  
1000 consumers has been se lec ted.  The 
sample consti tutes proport iona te ly a l l  
major  brands of fo ur -wheeler  sold by 
di fferent  companies in  the state  under  
study.  Fur ther ,  designing a sample,  due 
care has been taken to  cover  a l l  
demographic var iables  l ike age,  sex,  
income,  educat ion,  background of  
consumers ,  e tc .  in order  to  make the  
sample more representat ive.  Mul t ip le -
stage sampl ing has been used:  Stage One:  
At this s tage,  us ing c lus ter  sampling,  the 
whole  area o f Himachal  Pradesh has been 
divided into  four  groups,  taking three  
dis tr icts  in each group .  Stage Two: At 
this s tage,  by us ing judgment -cum-
convenience sampling each group has  
been divided into  rura l  & urban area.  
Stage Three :  At this  stage,  by using 
quota sampling,  a  sample o f  1 ,000 
consumers  has  been taken 
proport iona te ly from rural  and  urban 
populat ion keeping in view the number 
of four  whee ler  so ld in rural  & urban 
areas.  S tage  Four:  At  this  s tage,  the 
ul t imate sample was se lected on the bas is 
of convenient -cum-judgment sampling.  
For  da ta ana lyz ing and interpretat ion 
percentage and chi -square methods have 
been used.
 
DATA ANALYSING AND INTERPRETATION:  
TABLE- 1 .1  
AGE OF CONSUMER AND AFFECT OF PRICE ON THE                               
MARKET OF TWO WHEELER  
 
AGE 
PRICE AFFECT THE MARKET OF FOUR WHEELER  
TOTAL HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
NO 
IMPACT 
BELOW 30 
YEARS 
152 
(59.6) 
92 
(31.1) 
11 
(4.3) 
- 255 
(100.0) 
30-45 YEARS 298 
(63.0) 
135 
(28.5) 
30 
(6.3) 
10 
(2.1) 
473 
(100.0) 
ABOVE 45 
YEARS 
171 
(62.9) 
101 
(37.1) 
- - 272 
(100.0) 
TOTAL 621 
(62.1) 
328 
(32.8) 
41 
(4.1) 
10 
(1.0) 
1000 
(100.0) 
²=33.474  
P<0.05 
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:  Data co llected through questionnaire.  
I t  i s  evident  from the table 1 .1  that  major i ty o f consumers  admit  that  p r ice highly 
affec ts the market  o f four  wheeler .  While  app lying ²  test ,  i t  i s  found that  ca lculated 
va lue (33 .474)  o f ²  tes t  i s  higher  than table  va lue a t  the 5% level  o f s igni f icance ,  which 
leads to  reject  null  hypothesis and  accep t  the al ternat ive hypothesis.  Thus,  i t  can be  
concluded  that  i s  s igni f icant  relat ionship between age of  consumer a nd  the ir  op inion over  
the a ffec t  o f pr ice on the market  o f four  wheeler .   
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TABLE-1.2  
SEX OF CONSUMER AND AFFECT OF PRICE ON THE MARKET OF FOUR 
WHEELER  
SEX  PRICE AFFECT THE MARKET OF FOUR WHEELER TOTAL 
HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
NO 
IMPACT 
MALE 523 
(62.9) 
258 
(31.0) 
41 
(4.9) 
10 
(1.2) 
832 
(100.0) 
FEMALE 98 
(58.3) 
70 
(41.7) 
- - 168 
(100.0) 
TOTAL 621 
(62.1) 
328 
(32.8) 
41 
(4.1) 
10 
(1.0) 
1000 
(100.0) 
²=15.599  
P<0.05 
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:   Data co llected  through questionnaire.     
The tab le 1 .2  indicates that  male consumers are larger  in percentage who opined  
that  pr ice  highly a ffec ts  the  market  o f four  wheeler  as  compared  to  fema le customers .  And  
female consumers are larger  in percentage who opined that  pr ice moderately a ffec ts the  
market  o f four  wheeler .  While   ²  test  i s  appl ied,  i ts  va lue (15.599)  is  found  grea ter  than 
table va lue at  5% leve l  o f signi f icance,  which leads  to  conclude that  th e op inion of 
di fferent  sexes of consumers over  the a ffec ts of the pr ice on the market  of four  wheeler  is  
not  equally d istr ibuted.   
TABLE-1.3   
OCCUPATION OF CONSUMER AND AFFECT OF PRICE ONTHE MARKET OF 
FOUR WHEELER  
 
OCCUPATION  
PRICE AFFECT THE MARKET OF FOUR 
WHEELER 
 
TOTAL 
HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
NO 
IMPACT 
SERVICE 214 
(60.3) 
131 
(36.9) 
- 10 
(2.8) 
355 
(100.0) 
BUSINESS 222 
(55.6) 
136 
(34.1) 
41 
(10.3) 
- 399 
(100.0) 
PROFESSION 117 
(85.4) 
20 
(14.6) 
- - 137 
(100.0) 
AGRICULTURIST 68 
(62.4) 
41 
(37.6) 
- - 109 
(100.0) 
TOTAL 621 
(62.1) 
328 
(32.8) 
41 
(4.1) 
10 
(1.0) 
1000 
(100.0) 
²=111.406  
P<0.05 
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:   Data co llected through questionnaire.  
I t  i s  evident  fro m the table 1 .3  tha t  three -f i f th o f consumers have opined tha t  pr ice 
highly a ffec ts  the market  o f four  wheeler .  Almost  one -third  consumers have responded 
that  pr ice modera te ly affec ts the market  o f four  wheeler .  But even the consumers 
belonging to  di fferent  occupat ion have expressed di fferent  views.  The analys is depicts  
that  professionals and agr icultur ist s  have s trongly supported the sta tement that  pr ice 
affec ts the market  o f four  wheeler ,  and service  ho lders & businessmen have moderate ly 
supported this statement.  The above d iscuss ion is  a lso supported by the calcula ted va lue 
of  ²  (111.406)  which i s  signi ficant  a t  5% level  of s igni f icance.  
TABLE-1.4  
EDUCATION OF CONSUMER AND AFFECT OF PRICE ON THE MARKET OF 
FOUR WHEELER  
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EDUCATION 
PRICE AFFECT THE MARKET OF FOUR 
WHEELER 
 
TOTAL 
HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
NO 
IMPACT 
BELOW MIDDLE 48 
38.1% 
58 
46.0% 
20 
15.9% 
- 126 
100.0% 
MIDDLE TO 
PLUS TWO 
186 
61.0% 
108 
35.4% 
11 
3.6% 
- 305 
100.0% 
GRADUATION & 
ABOVE 
387 
68.0% 
162 
28.5% 
10 
1.8% 
10 
1.8% 
569 
100.% 
TOTAL 621 
62.1% 
328 
32.8% 
41 
4.1% 
10 
1.0% 
1000 
100.0% 
²=83.534  
P<0.01 
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:   Data co llected through questionnaire.  
From the tab le 1 .4  i t  can be observed  that  the  consumers o f  higher  educat ion have 
strongly supported the  argument tha t  pr ice a ffects the market  o f four  wheeler .  But the 
point  is  to  be no ted tha t  major i ty o f the consumers do agree  wi th the statement tha t  pr ice 
affec ts  the  market  o f  four  wheeler .  Whi le  app ly ²  test ,  i t  i s  found  tha t  the calcula ted 
va lue (83.534)  is  higher  than the table  va lue at  1% level  o f signi ficance .  So  nul l  
hypothesis i s  rejected  and al terna tive hypothesis is  accep ted.  Thus,  i t  can be  c oncluded  
that  there is  signi ficant  di fference in the opinion of d i fferent  educational  background  
consumers  over  the a ffect  o f pr ice  on the market  o f four  wheeler .  
TABLE-1.5  
INCOME OF CONSUMER AND AFFECT OF PRICE ON                                   THE 
MARKET OF FOUR WHEELER  
 
INCOME  
PRICE AFFECT THE MARKET OF FOUR WHEELER  
TOTAL HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
NO 
IMPACT 
Low  
income 
19 
(32.8) 
29 
(50.0) 
10 
(17.2) 
- 58 
(100.0) 
Middle  
income 
259 
(63.8) 
127 
(31.3) 
10 
(2.5) 
10 
(2.5) 
406 
(100.0) 
High income 258 
(66.3) 
121 
(31.1) 
10 
(2.6) 
- 389 
(100.0) 
Super high 
income 
85 
(57.8) 
51 
(34.7) 
11 
(7.5) 
- 147 
(100.0) 
TOTAL 621 
(62.1) 
328 
(32.8) 
41 
(4.1) 
10 
(1.0) 
100 
(100.0) 
²=63.884  
P<0.01 
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:  Data co llected through questionnaire.      
Whi le  s tudying tab le No.  1 .5 ,  i t  i s  evident  that  the consumers whose income leve l  
is  low,  they have strongly opined that  pr ice  has  highly a ffected the  market  o f four  
wheeler ,  whereas the consumers whose income is  higher  they have opined tha t  pr ice ei ther  
moderately a ffec ts the market  o f four  wheeler  or  low affects the market  o f four  wheeler .  
Whi le  ²  tes t  i s  appl ied,  i ts  va lue (63.884)  i s  found grea ter  than table value a t  1% level  o f  
signi ficance.  So nul l  hypothesis i s  rejected and  al ternat ive hypothesis is  accep ted.  Thus,  
i t  can be concluded tha t  opinion of d i fferent  income of consumes i s  not  equally 
dis t r ibuted over  the a ffect  o f pr ice  on the market  o f four  wheeler .   
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TABLE-1.6   
AGE CONSUMER AND AFFECT OF QUALITY ON THE MARKET OF FOUR 
WHEELER 
AGE 
QUALITY AFFECT THE MARKET OF FOUR 
WHEELER 
TOTAL 
HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
BELOW 30 
YEARS 
176 
(69.0) 
79 
(31.0) 
- 
255 
(100.0) 
30-45 YEARS 
286 
(60.5) 
177 
(37.4) 
10 
(2.1) 
473 
(100.0) 
ABOVE 45 
YEARS 
179 
(65.8) 
93 
(34.2) 
- 
272 
(100.0) 
TOTAL 
641 
(64.1) 
349 
(34.9) 
10 
(1.0) 
1000 
(100.0) 
                                                                     ²=15.226  
P<0.05 
Note:  Figures  in parenthesis depic ts  the  percentage   
Source:  Data co llected through questionnaire.  
The table  1 .6  Indica tes  that  64.1% consumer  have  opined that  the quali ty has 
highly a ffected  the market  o f  four  wheeler .  Only 1% consumers repl ied  tha t  qua li ty has  a  
low impact  on the market  of four  wheeler .  So,  i t  can be concluded  tha t  major i ty o f  
consumers accep t  that  qua li ty a ffects the market  of fou r  wheeler .  While  applying  ²  test ,  
i t  i s  found tha t  ca lculated value of  ²  tes t  (15.226)  is  higher  than the table value a t  5% 
signi ficance leve l  which leads  to  rejec t  null  hypothesis and accep t  al terna tive hypothesis.  
So,  i t  can be  concluded that  there i s  s igni f icant  di fference in the opinion of d i ffe rent  age  
group of  consumers over  the a ffec t  o f pr ice  on the market  o f four  wheeler  four  wheeler .  
TABLE-1.7  
SEX OF CONSUMER AND AFFECT OF QUALITY ON THE MARKET OF FOUR 
WHEELER 
SEX QUALITY AFFECT THE MARKET OF FOUR WHEELER TOTAL 
HIGH IMPACT MODERATE 
IMPACT 
LOW IMPACT 
MALE 552 
(63.3) 
270 
(32.5) 
10 
(1.2) 
832 
(100.0) 
FEMALE 89 
(53.0) 
79 
(47.0) 
- 168 
(100.0) 
TOTAL 641 
(64.1) 
349 
(34.9) 
10 
(1.0) 
1000 
(1000.0) 
²=14.421  
P<0.05 
Note:  Figures  in parenthesis depic ts  the  percentage   
Source:  Data co llected through questionnaire.  
I t  i s  evident  f rom the table 1 .7  tha t ,  no doubt,  major i ty o f consumers agreed that  
qua li ty a ffects the market  o f four  wheeler  but  male consumers are higher  in percentage 
who opined that  qual i ty highly a ffect  the market  o f four  wheeler ,  on the other  hand 
females  are  higher  in percentage who have replied that  qual i ty moderately a ffec ts the  
market  o f four  wheeler .  While   ²  test  i s  appl ied,  i ts  va lue (14.421)  is  found  grea ter  than 
table va lue  a t  5% leve l  of s igni f icance,  which fur ther  suppor ts the above ana lys is.  
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TABLE-1.8  
MARITAL STATUS OF CONSUMER AND AFFECT OF QUALITY ON THE MARKET 
OF FOUR WHEELER  
MARITAL 
STATUS  
QUALITY AFFECT THE MARKET OF FOUR 
WHEELER 
TOTAL 
HIGH IMPACT MODERATE 
IMPACT 
LOW IMPACT 
MARRIED 509 
(64.7) 
268 
(34.1) 
10 
(1.3) 
787 
(100.0) 
UNMARRIED 132 
(62.0) 
81 
(38.0) 
- 213 
(100.0) 
TOTAL 641 
(64.1) 
349 
(34.9) 
10 
(1.0) 
1000 
(100.0) 
                                                                      ²=3.657  
                                                                            P>0.05  
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:   Data co llected through questionnaire.       
 From the table 1 .8 ,  i t  has been observed that  more than three -fi f th o f  consumers 
opined tha t  qual i ty highly a ffec ts the market  of four  wheeler  and  almost  two -fi f th 
consumers op ined that  qua li ty moderate ly a ffects the market  o f four  wheeler .  The ana lys is  
of the tab le also dep icts tha t  i r respect ive o f the ir  mar i ta l  s ta tus major i ty o f consumers  
opined that  qual i ty highly a ffects the market  o f  four  wheeler .  Whi le  ²  test  is  appl ied,  i t  
is  found that  the  ca lculated value of  ²  test  (3 .657)  i s  less  than the table  value a t  5% 
leve l .  So null  hypothesis is  accepted and  al ternative hypothesis is  rejected.  Thus,  i t  can 
be concluded that  opinion of d i ffe rent  mar i ta l  status consumers i s  equally d is tr ibuted.  
TABLE-1.9  
EDUCATION OF CONSUMER AND AFFECT OF QUALITY ON THE MAR KET OF 
FOUR WHEELER 
EDUCATION  QUALITY AFFECT THE MARKET OF FOUR 
WHEELER 
TOTAL 
HIGH 
IMPACT 
MODERATE 
IMPACT 
LOW 
IMPACT 
BELOW MIDDLE 66 
(52.4) 
60 
(47.6) 
- 126 
(100.0) 
MIDDLE TO PLUS 
TWO 
184 
(60.3) 
111 
(36.4) 
10 
(3.3) 
305 
(100.0) 
GRADUATION & 
ABOVE 
391 
(68.7) 
178 
(31.3) 
- 569 
(100.0) 
TOTAL 641 
(64.1) 
349 
(34.9) 
10 
(1.0) 
100 
(100.0) 
                                                                        ²=36.224  
                                                                        P>0.05  
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:   Data co llected through questionnaire.       
 Whi le  studying tab le 1 .9 ,  i t  i s  evident  tha t  major i ty o f the respondents  agreed wi th 
the statement  tha t  qual i ty a ffec ts the market  o f four  wheeler .  Only 1% consumers  rep lied  
that  i t  doesn’t  a ffect  the  market  o f four  wheeler .  The consumers be longing to  educational  
group,  graduat ion & above and middle to  plus  two are higher  in percentage who have  
opined that  qua li ty highly a ffect  the market  o f four  wheeler .  Amo ng consumers whose 
educat ion leve l  i s  be low middle and middle to  plus two are great  in percentage who 
opined that  qual i ty moderately a ffec t  the market  o f four  wheeler .  Only 3.3% consumers 
belong to  educat ion group middle to  plus  two have opined that  pr ice a ffect  the  market  o f  
four  wheeler  upto  few extent .Whi le   ²  test  i s  applied,  i t s  value  (36.224)  found greater  
than table a t  5% level  o f  signi ficance which fur ther  suppor ts the above d iscuss ion.  
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TABLE-1.10  
BACKGROUND OF CONSUMER AND AFFECT OF QUALITY ON THE MARKET OF 
FOUR WHEELER 
BACKGROUND  QUALITY AFFECT THE MARKET OF FOUR WHEELER TOTAL 
HIGH IMPACT MODERATE 
IMPACT 
LOW IMPACT 
RURAL 420 
(66.5) 
202 
(32.0) 
10 
(1.6) 
632 
(100.0) 
URBAN 221 
(60.1) 
147 
(39.9) 
- 368 
(100.0) 
TOTAL 641 
(64.1) 
349 
(34.9) 
10 
(1.0) 
1000 
(100.0) 
²=11.557  
P<0.05 
Note:   Figures  in parenthesis depic ts  the  percentage   
Source:   Data co llected through questionnaire.       
 I t  i s  c lear  f rom the table 1 .10 that  major i ty o f  the consumers accep t  that  qua li ty 
affec ts the market  o f four  wheeler .  But rural  customers are higher  in percentage who have  
strongly op ined that  quali ty highly a ffec ts the  market  o f four  wheeler .  The po int  to  be 
noted here i s  that  no w the consumers o f rura l  areas are also quali ty consc ious l ike that  o f  
urban consumers.  Whi l e  applying ²  tes t ,  i t  i s  found tha t  i t s  va lue (11.557)  i s  greater  than 
table value,  which leads to  reject  null  hypothesis .  Thus,  i t  can be sa id  tha t  there is  
signi ficant  di fference in  the opinion of d i fferent  background of consumer over  the a ffec t  
of qual i ty on the market  of four  wheeler .  
TABLE-1.11  
INCOME OF CONSUMER AND AFFECT OF QUALITY ON THE MARKET OF FOUR 
WHEELER 
INCOME QUALITY AFFECT THE MARKET OF FOUR 
WHEELER 
TOTAL 
HIGH IMPACT MODERATE 
IMPACT 
LOW 
IMPACT 
Low income 10 
(17.2) 
38 
(65.5) 
10 
(17.2) 
58 
(100.0) 
Middle income 235 
(57.9) 
171 
(42.1) 
- 406 
(100.0) 
High income 261 
(67.1) 
128 
(32.9) 
- 389 
(100.0) 
Upper high 
income 
135 
(91.8) 
12 
(8.2) 
- 147 
(100.0) 
TOTAL 641 
(64.1) 
349 
(34.9) 
10 
(1.0) 
1000 
(100.0) 
                                                                              ²=255.12  
                                                                             P<0.05  
Note:   Figures  in parenthesis depic ts  the  percentage  
Source:  Data co llected through q uestionnaire.       
 From tab le 1 .11,  i t  i s  evident  that  the consumers  who be long to  low income group,  
major i ty o f  them have  opined that  pr ice moderate ly a ffec ts  the  market  of  four  wheeler .  
And the consumers  who belong to  higher  income group ,  major i ty o f them have op ined tha t  
qua li ty highly a ffects the market  o f four  wheeler .  The consumers whose income is  less 
have repl ied tha t  qual i ty a ffects the market  upto some an extent .  Whi le  ²  tes t  i s  app lied,  
i t  i s  found  tha t  calcula ted value  (255.12)  i s  higher  than the  table  va lue  a t  1% leve l  o f 
signi ficance.  So,  i t  can be concluded that  there is  s igni f icant  re la t ionship between income  
of consumers and affects o f qual i ty on the market  o f four  wheele r .  
TABLE-1.12  
BRAND OF FOUR WHEELER AND SATISFACTION WITH THE QUALITY  
BRAND SATISFACTION WITH THE QUALITY  TOTAL 
HIGH 
SATISFIED 
MODERATELY 
SATISFIED 
LOW 
SATISFIED  
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MARUTI SUZUKI 246 
(54.7)  
194 
(43.1)  
10 
(2 .2)  
450 
(100.0)  
MAHINDRA & 
MAHINDRA 
144 
(72.0)  
56 
(28.0)  
-  200 
(100.0)  
TATA MOTORS 82 
(54.7)  
68 
(45.3)  
-  150 
(100.0)  
HYUNDAI 
MOTORS 
50 
(50.0)  
40 
(40.0)  
10 
(10.0)  
100 
(100.0)  
TOYOTA 
MOTORS 
50 
100.0% 
-  -  50 
(100.0)  
ANY OTHER*  40 
(80.0)  
10 
(20.0)  
-  50 
(100.0)  
TOTAL 612 
(61.2)  
368 
(36.8)  
20 
(2 .0)  
1000 
(100.0)  
         ²=100.95  
                                                                           P<0.01  
Note:   Figures  in parenthesis depic ts  the  percentage  
Source:   Data co llected through questionnaire.   
Any other*:  Fia t ,  Ford,  Skoda ,  Honda,  Chevrolet  etc .     
 I t  is  apparent  from tab le 1 .12 tha t  
major i ty o f the consumers  are highly 
sa t i s fied wi th the b rand  they have  
purchased.  But the consumers o f Toyota  
Motors,  Mahindra and  other  brand are  
higher  in percentage  who s tron gly opine  
that  they are highly sat i s f ied wi th the  
quali ty o f their  brand,  whereas consumer 
of Maruti ,  Tata Motors and Hyundai  
Motors have not  suppor ted the s ta tement  
strongly tha t  they are  highly sa t i s f ied 
wi th the quali ty o f their  four  wheeler .  
Whi le  app lying ²  test ,  i ts  va lue (100.95)  
is  found greater  than table  value which 
leads to  rejec t  nul l  hypothesis.  Thus,  i t  
can be  concluded  that  there is  signi ficant  
rela t ionship between brand of four  
wheeler  and leve l  o f sat is fact ion wi th the  
quali ty.  
CONCLUSION: 
The objective of the research paper is to 
know the e ffec t  o f pr ice and quali ty on 
the market  o f durable products. I t  i s  evident  
from the research tha t  major i ty o f  
consumers  opined  that  pr ice highly 
affec ts the market  o f four  wheeler .  I t  can 
be observed tha t  the consumers o f higher  
educat ion have strongly supported the 
argument that  pr ice a ffects the market  o f 
four  wheeler .  But the po int  i s  to  be no ted 
that  major i ty o f the consumers do agree 
wi th  the statement  that  pr ice a ffec ts  the 
market  o f four  wheeler .  The study fur ther  
revea led tha t  the consumers whose  
income level  i s  lo w, they have  strongly 
opined tha t  pr ice has highly a ffec ted the 
market  o f four  wheeler ,  whereas  the  
consumers  whose  income is  higher  they 
have opined that  pr ice ei ther  modera te ly 
affec ts  the  market  o f  four  wheeler  or  lo w 
affec ts the market  o f four  wheeler .  I t  i s  
a l so apparent   that ,  no doubt,  major i ty o f  
consumers  agreed tha t  qua li ty a ffec ts the 
market  o f four  wheeler  but  male  
consumers are higher  in percentage who 
opined that  qual i ty h ig hly a ffec t  the 
market  o f four  wheeler ,  on the o ther  hand 
females are higher  in  percentage who 
have rep lied tha t  quali ty moderate ly 
affec ts  the  market  o f four  wheeler .   
I t  has been observed  tha t  more than 
three -f i fth  o f consumers op ined tha t  
qua li ty highly a ffects  the  market  o f four  
wheeler  and  almost  two -f i fth consumers 
opined tha t  qual i ty moderately a ffects  
the market  o f four  wheeler .  The analys is  
of the tab le a lso dep icts  that  i r respec tive  
of the ir  mar i tal  s tatus major i ty o f  
consumers op ined that  qua li ty highly 
affec ts  the market  o f four  wheeler .  The 
research also dep icted  that  consumers 
belonging to  educational  group,  
graduat ion & above  and middle to  p lus  
two are higher  in percentage who have 
opined that  qual i ty h ighly a ffec t  the 
market  o f four  wheeler .  A mong 
consumers  whose  educat ion leve l  is  
below middle and middle to  p lus  two are 
great  in percentage who opined tha t  
qua li ty modera te ly a ffects the market  o f 
four  wheeler .  I t  i s  c lear  from the  
research tha t  rural  cus tomers  are  higher  
in  percentage  who have  s trongly opined  
that  qua li ty highly a ffects the market  o f  
four  wheeler .  The po int  to  be noted here  
is  tha t  no w the consumers  o f rura l  areas  
are also qual i ty conscious l ike tha t  of  
urban consumers over  the a ffec t  o f 
qua li ty on the market  o f  four  wheeler .  I t  
is  a l so evident  from the s tudy that  the 
consumers  who be long to  low inco me 
group,  major i ty o f  them have opined tha t  
pr ice modera tely a ffec ts the market  o f 
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four  wheeler .  And the  consumers who 
belong to  higher  income group ,  major i ty 
of them have  opined tha t  qua li ty highly 
affec ts  the market  o f four  wheeler .  The 
consumers whose income is  less have  
replied tha t  qual i ty a ffects the market  
upto some an extent .  I t  is  apparent  from 
the study tha t  major i ty of the consumers 
are highly sa t i s f ied wi th the brand they 
have purchased.  But the consumers o f  
Toyota Motors,  Mahindra and other  
brand are higher  in  percentage who 
strongly opine tha t  they are highly 
sa t i s fied wi th the qual i ty o f the ir  brand,  
whereas consumer of Marut i ,  Ta ta 
Motors and  Hyundai  Motors have not  
supported the s tatement s trongly that  
they are highly sa t i s f ied with the quali ty 
of the ir  four  wheeler .   
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